Manchester University Press, 2018, pp. 209) KEVIN MCCARRON Toward the end of her book, Claire Hines quotes from Playboy magazine upon the release of Skyfall in 2012: "Fift tears of Bond flms forever changed the defnition of the modern man, and Playboy has been with 007 evert step of the wat -publishing Ian Fleming, photographing the Bond girls and celebrating the lavish lifesttle" (193)(194). Hines does an impressive, vert meticulous job of tracing these steps: from 1953 to 2017. Like other commentators on Bond she notes that Casino Royale was published in 1953, the same tear that Hugh Hefner launched Playboy. Hines is more interested in the flms than in the novels, but she writes well on generic precedent in Fleming's novels and suggests Bond is a less clubbable and far less amiable character than those of Dornford Yates and "Sapper", in particular. She also notes that Playboy had its roots in Esquire magazine but took advantage of (and, indeed, helped to create) a more complicit zeitgeist in order to emphasise female sexualitt far more than its predecessor had been able, or willing, to do.
and in need of sophisticated guidance in how to spend that monet. Hines writes detailed and illuminating chapters on such issues as "the literart Bond", "the consumer Bond", and "Bond women" and is alwats tightlt focused on the relationship between the Bond novels and flms and the ideologt and the marketing strategies of Playboy. She is, on the whole, more interested in economics than in politics, but then so are Bond and Playboy.
The magazine devoted a lot of time to Bond, in all his manifestations, and was the frst American publication to print one of Fleming's stories, "The Hildebrand Raritt", in March 1960. The book is full of interesting insights into just how the Bond phenomenon and Playboy are connected; although it was onlt reallt ever on the surface and almost entirelt in terms of male consumerism. Although Playboy was never quite as superfcial and shallow as its numerous detractors have claimed over the decades (Hines notes the numerous, celebrated literart fgures who published work and submitted to interviews in the magazine), Playboy did use Bond to sell: luggage, vodka, watches, gadgets, male grooming, especiallt razors and afer shave, clothes, even leisure and holidats; although Bond himself in the novels or in the flms is rarelt described as being on holidat or even enjoting a weekend break, and never an uninterrupted one. Playboy was particularlt interested in using Bond to promote the luxurt car market. The In this sense, Bond has a great deal more in common with Americans than he does with the British, and his enormous appeal there has as much to do with this mutual work ethic as it does with the girls, the gadgets, and the guns.
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